Abstract: Physical evidence has been widely accepted as variable that has impact on satisfaction, specifically in airline service. However, this study showed some opposite result for low cost airlines in Indonesia. It revealed that physical evidence has no effect on the passengers' satisfaction but the fares and its service quality to passengers.' This study collected sample of 317 passengers from commercial domestic flights at terminal 1, 2, and 3 at Soekarno Hatta airport in Cengkareng, Indonesia. The variables used in this study were: fares, service quality, physical evidence, passengers' satisfaction levels and repeat buying. Two variables, i.e.: service quality and physical evidence were treated as second order. This study used Structural Equation Modeling (SEM) for verification analysis. The result revealed that there was no effect of physical evidence on the passengers' satisfaction. It also found that repeat buying demonstrated the passengers' satisfaction.
Introduction
The growth of airlines in Indonesia began after the deregulation of the airline industry in 1999. Since then, the growth of the airlines has led to a high level of competition among them and also competition in terms of the service they provide. According to Ministerial Regulation No. 26 of 2010 Concerning Tariff Mechanism Formulation and Calculation of Upper Economy Class Passenger Air Transportation Services l Domestic Commerce, clause 1 paragraph 9-11, Airlines should provide public transportation, their types of service can be divided into three categories, namely full service, medium service and no frills service.
Public transportation (Chase 1978; 1981) generally includes the pure services and high contact. Airlines, on the other hand, can also be viewed with perspective of interaction and customization on one side and labor intensity on the other side (Schemener 1986 ). According to Schmenner (1986: 25) , the airline transportation industry included service factory which had a low degree of interaction and customization, as well as a low degree of labor intensity. An airline's emphasis is on its service quality (Chang and Yeh 2002; Liou et al. 2011 ) so that it can compete with its rivals in the long run. Further, many researchers claimed that airline companies using competitive advantage in their rates cannot last for very long, compared to those companies using service quality for their customers (Chang and Yeh 2002; Jou et al. 2008 ).
There are two service quality paradigms, i.e.: the disconfirmation paradigm and the attitudinal paradigm (Buttle 1996) . It is believed that SERVQUAL is based on the adoption of the literature of disconfirmatory customer satisfaction (Parasuraman et al. 1985) . Furthermore, Parasuraman et al. (1985) showed the gap between perception and expectation in consumers, by identifying 10 components of the service quality. They continued their research during 1988, which resulted in promoting the 10 components of service quality into five dimensions, namely reliability, assurance, tangibles, empathy, and responsi veness, with a 22 item questionnai re (Parasuraman et al. 1988 ).
In contrast, Cronin and Taylor (1992; said that the SERVQUAL paradigm that referred to disconfirmatory satisfaction didn't succeed. They said that the quality of the services received was because of the attitude of the consumers towards the performance of the service, so it was a performance measure that should be used. Therefore, Cronin and Taylor, modified SERVQUAL to SERVPREF.
The quality of service received by consumers will affect their satisfaction, retention and positive word-of-mouth (Buttle 1996) . Research from Saha and Theingi (2009) proved that the level of the quality of service provided had a direct impact on air transport passengers' satisfaction. Satisfaction is a subjective matter and can be felt after the purchase and consumption experience (Um et al. 2006) . The disconfirmation paradigm can be used as a reference in evaluating or comparing the performance of the products received with the expectation (Um et al. 2006) . Kozak (2001b) distinguished that the satisfaction of attitude before the decision could be changed, as a result of the satisfaction. Therefore, the notion of satisfaction is that it is the end of the buying decision process (Um et al. 2006 ).
Moreover, the price of the fare also affects passengers when making a purchase. When air transport rates are cheaper than other modes of transportation, many passen-gers will switch. Indeed, in addition to Rao and Monroe (1989) , it is suggested that lower fares should always be supported with good service quality.
The services marketing mix (Lovelock and Wirtz 2011: 47 ) stated one item that should be focused on in the airlines' service is the physical evidence or physical environment or 'servicescape.' Physical evidence is visual or other good clues that provide evidence of the service quality (Lovelock et al 2011: 622) . According to Zeithaml et al. (2006) , physical evidence was required in service because it could bring satisfaction to the customers. Given that, it can be argued that while service quality will affect customer satisfaction (Baker and Crompton 2000; Williams and Soutar 2009) , fares and physical evidence will also do the same (Bitner 1990 ).
The meaning of customer satisfaction is important. Like other service industries, a satisfied passenger (or customer) is more likely to do a repurchase action (Blackwell et al. 2006) . From their study, it implied that customer satisfaction can be measured by the consumers' evaluation actions after consuming products or services. The results of the evaluation lead to a repurchase action when the assessment is positive, and no repurchase action when it is negative. The repurchase action is, by far, the strong indication for a sustainable business. For example, Gupta et al. (2004) indicated that an increase of 1 percent in reuse can increase the firm's value by 5 percent. The same thing was said by Reichheld and Sasser (1990) who showed an increase of 5 percent can increase profits by between 25 percent-85 percent.
Based on the above research, it can be argued that the problem with increased competition among airlines has spread not only into fares but also in the service quality, and the physical evidence that causes changes in satisfaction and repurchase. Thus, the issue to be discussed in this topic is how much influence do fares, service quality and physical evidence have on satisfaction and repeat buying? Dodds et al. (1991) described the conceptual relationship between quality, price, and value; all of which have an influence on the willingness to purchase. Their results showed the effect of price on willingness to buy. Price can measure the degree of sacrifice needed to buy the product, and the size of the level of quality. A high price becomes the basis for a perceived high quality and causes a willingness to buy. But at the same time, a higher price indicates a higher amount of money spent, so that the sacrifice action is necessary to buy the product, and this becomes the basis for the loss of willingness to buy. Therefore, the negative effect occurs between the perceived sacrifice for the perceived value (Dodds et al. 1991) . Sweeney et al. (1996) also supported Dodds et al. (1991) and showed the negative effect of the relative price to the value and the willingness to buy. From these research works, we can claim that there is a negative effect between price and value on the willingness to buy. Price is one of the most important factors in decision making by consumers (Srivastava and Lurie 2001) and appropriate prices for consumers will have a long term impact on customer retention (Kukar and Kinney 2006) .
Literature Review
The dimensions of service quality use 2 ways, i.e.: (1) MCDM (Multiple Criteria Decision-Making) with statistical tests and (2) VIKOR (Multicriteria Optimization and Compromise Solution). (Liou et al. 2011) .
The MCDM method is used on the basis of the existing five dimensions. The modified VIKOR method is used to solve the problem without having to use a dimension that has been used by other researchers, so that the dimensions can be taken from the problem.
The modified VIKOR method was introduced by Opricovic and Tzeng (2004) . They developed the dimensions of service quality in relation to the specific problem. Research conducted by Liou et al. (2011) , used a modified VIKOR about the quality of an airline's domestic services. In the aviation industry, research conducted by Nadiri et al. (2008) mentioned the quality of service in term s of fi ve different di mensi ons of SERVQUAL, called AIRQUAL. Nevertheless, the AIRQUAL dimensions were derived from SERVQUAL and aimed specifically at airlines service quality.
With airlines, there are many issues which can emerge, such as passenger complaint rates because of frequently delayed departures, or the cancellation of scheduled flights, baggage issues, and poor customer relations (Taylor 2001) . In general, the quality of aviation services is driven by 10 main factors, namely timeliness, check-in, flight schedules, seat comfort, the location of the entrance, the interior of the aircraft, flight attendants, service after the flight, food service and pilots' on-duty hours (Glab 1998) . Consumer complaints about flights included complaints about the purchase of tickets, ticket refunds, rates, customer services, advertising and other problems, and also about timing issues, problems with boarding, and baggage handling. (Rhoades and Waguespack 2008) . Consumers also expressed anger about problems with flights, flight delays and cancellations, differing models for pricing, flight restrictions, and airline/airport employees.
The airlines are a service industry, so they should provide a good quality of service to their consumers (Rhoades et al. 2008) . ISO 14001 emphasized improving customer satisfaction, the airlines' image and reputations, and increased domestic market share (Korul 2005: 54) . Interpersonal relationships are a key factor to reduce consumer dissatisfaction but are very often associated with the place or environment where the service was provided. The place is instrumental in delivering an image of good quality service. This concept is called 'servicescape' (Edvardsson and Strandvik 2000: 89) . Some studies by Hu and Burning (1978) ; Rietchie et al. (1980); and Abraham (1983) , split flight services into four stages as follows.
1. Pre-journey, this is the process of the service provided to passengers prior to their flight. This includes information schedules, flight routes, reservations and booking the ticket.
2. Pre-flight services to passengers who are going to fly. At this stage, the activities at the airport include: The check-in process, checked baggage handling, waiting room/ lounge facilities, and the boarding process. The airlines are highly dependent on the existing facilities and infrastructure at the airport.
This research offers a continuation of the work by Liu et al. (2011) , by establishing the quality of services applying the 4 stages listed above of pre-journey, pre-flight, inflight and post-flight. This study also incorporated the indicators used by Liou et al. (2011) in developing the questionnaires. Bitner (1992) , introduced a model of environmental psychology and developed a comprehensive model, named 'servicescape. ' Bitner found out that a psychological environment may have impact on customers. They can feel happy or sad towards the service environment. Happy customers can lead to an action to purchase or repurchase the offered service while the unhappy one will likely cancel the purchase or repurchase action. Hence, Bitner developed further relation between service and scape, merged into "serviscape" or also known as physical evidence.
'Servicescape,' as proposed by Bitner in 1992 is still a good reference. Lovelock; et.al. (2011) and Zeithaml et al (2009) used it when explaining the service environment or the physical evidence. Physical appearance affects consumers by improving their satisfaction (Bitner 1992) . The physical appearance of the airline must be considered, because its effect on satisfaction will lead to customer retention. Therefore, it can be argued that physical appearance can be treated separately from the concept of service quality itself since its presence is dominant. The presence of physical appearance can also negate the meaning of tangible. This study proposes to separate the physical appearance aspect from service quality, and find its significance throughout the overall model. It is sug gested that the presence of physical evidence can stand alone, and affect satisfaction without being associated with quality. This will be a contribution by this research to its predecessors.
A satisfied customer is more likely to use that particular airline again (Oliver 1999; Stewart 1997; and Reichheld 1996) . The satisfied consumer will come back and spend more money due to the level of satisfaction experienced from previous purchases (Jones and Sasser 1995; Hig gins 1997; and Lewis 1998) . According to Yi and La (2004) , Yi (1990) , satisfaction can be measured by the number of complaints, return business and positive word-of-mouth referrals. When satisfaction is created, the customer will buy the (Chang and Yeh 2002; and Buttle 1994) .
Hypotheses
There is an influence from the physical evidence on passengers' satisfaction.
The physical evidence comprises the ways in which customers can be attracted to and/or satisfied by a firm's services (Bitner 1992; Ryu et al. 2012) . The influence of these tangibles and intangibles upon service quality is a widely debated issue by the marketing literature, despite the apparent lack of consensus on the relative importance of every dimension (Pantouvakis and Lymperopoulos 2008) . Therefore, in the service marketing mix, we propose physical evidence as a measurement to declare the presence of tangibles in services (Lovelock et al. 2009 ). 
There is an influence from passengers' satisfaction on repeat buying
Passenger's satisfaction causes repeat buying (Chen 2008) . Consumer satisfaction is an antecedent which causes the repeat buying (Bukhari et al. 2013 ).
Methodology
Sampling was done using cluster random sampling. The potential samples were passengers present at Soekarno-Hatta airport. The number of samples totaled 317 passengers, arrived at using random counting. This research performed reliability and validity tests for all the variables used in this study. The reliability test results, listed in Table 1 , showed that all of the variables studied were rel iabl e wi th a val ue above 0.7. The reliability's measurement scale should have a Cronbach Alpha value of at l east 0.70 (Nunnally 1978; Nunnaly and Bernstein 1994) .
Test validity using confirmatory factor analysis, and validity of test results, presented in Table 2 . The validity of the test results showed that all indicators can shape the dimensions and variables studied, with a value above 0.5. The reliability and validity of the test results showed that all of the variables were eligible for use in this study.
After testing the validity and reliability, we then tested the model using a Structural Equation Model.
Test results of the suitability models based on chi-square/degrees of freedom, RMSEA, SRMR, NFI, NNFI, and CFI, as shown above, produced an acceptable model, although the assessments that were based on chi-square, p value, GFI and AGFI generated suitability test of the model were only a marginal fit. However, Hu and Bentler (1998) recommended the use of SRMR, supplemented by NNFI, CFI, or RMSEA derived from ML and GLS estimations for goodness of fit. This research used the Maximum Likelihood (ML) method for the SEM. Overall, the model test results of the model explained the relationship between the variables 
p value 0.05 < p < 1.00 0.01  p 0.05 p-value = 0.00 
Analysis and Result
Passengers' Characteristics Table 4 shows that most passengers had a bachelors degree (S1), most worked as private company employees, and the majority were between the ages of 21-30 years old. The data showed that the passengers were people who were highly mobile, so they desire and expect on-time travel performance when using air transportation.
Overal Structural Model and Hypothesis Testing
The results of the data processing to answer the hypotheses under study using SEM with Lisrel program are as Table 5 .
The results of testing Hypotheses 1, 2, and 4 individually showed the H 0 was rejected, so that H 1 was accepted, which means that for each test between fares and service quality, they both influenced the passengers' satisfaction. Passengers' satisfaction also had an influence on repeat buying. Meanwhile, hypothesis 3 for H 1 was rejected, as physical evidence had no effect on the passengers' satisfaction.
However, from the overall equation result as Equation 1, the physical evidence was not significant. It means that the physical evidence did not have any impact on passengers' satisfaction. The equation shows that the physical evidence does not have any impact on passengers' satisfaction, as shown by the value of t being below 1.96. It meant that the important variables in shaping passengers' sat- The overall results from LISREL are shown at Figure 4 . Passengers still consider that the physical evidence is a part of the service quality, which was why the difference between the physical evidence and service quality was not visible during testing. Arguably, the difference will be visible when there is a clear distinction between the service quality and physical evidence. Parasuraman (1985) stated that service quality had five dimensions, namely tangible, reliability, responsiveness, empathy and assurance. Tangible overlaps with physical evidence. Bitner (1992) proposed the theory, which was later established by Lovelock et al. (2011) and Zeithaml et al. (2009) , in which they stated the variable 'servicescape' or physical evidence, was one of the variables in the service marketing mix besides service quality.
In relation to these theories, this study attempted to split the service that is part of service quality, with the six dimensions of information, ticketing, check-in, on-time performance, in-flight and post-flight, while the tangible physical evidence variable was used with two external and internal dimensions. Hence, the emphasis on service quality was something that was assessed on the intan-gible, while the physical evidence was on the tangible. The results of the research showed that something which was felt by passengers raised their level of satisfaction higher than something that could be seen by them. This was what caused physical evidence to have no influence on passengers' satisfaction. 
Conclusion
This study confirmed that the fares passengers have to pay had a positive influence on their satisfaction, which was different from the study of Dodds et al. (1991) and Sweeney et al. (1996) . Their results showed that the relative price had a negative effect on the perceived value.
This study also showed that the discussion on service quality dimensions can be formed out of the proposed problems. The result indicated that there were six dimensions that consist of information, ticketing, check-in, on-time performance, in-flight and post-flight. Hence, these findings also supported the research work by Liou (2011) .
Lastly, this study has taken some effort to separate tangible in the service quality from the physical evidence, so that the service quality dimensions studied were intangible. This differs from the work of previous studies on this topic. However, the results of this study indicated that the physical evidence did not have any impact on passengers' satisfaction, which implied that the tangible dimension cannot be eliminated from the service quality.
To answer this issue, we propose further research into the effort to distinguish the difference between service quality and physical evidence. It will make a contribution to supporting the theory expressed by Lovelock (2011) that the service needed some additions to the marketing mix, to be called the service marketing mix, one of which was physical evidence; and it also supports the theory of the 'servicescape' by Bitner (1992) .
